Kids shampoo has been the main driver of growth for the slow-growing baby and child hair care industry in Indonesia. Knowing this phenomenon, Company A launched Product X, a kids shampoo product, in 2016. The purpose of this research is to analyze the impact of elements of marketing mix (intrinsic and extrinsic product attributes, place, price, advertising, and sales promotion) on purchase intention. There are 109 valid questionnaires were collected through online questionnaires and then analyzed using multiple linear regression and gap analysis. The result shows that intrinsic and extrinsic product attributes, sales promotion, and place influenced purchase intention significantly, while price and advertising were not significant. From the gap analysis, the perceived performance of Product X on four significant elements was lower than the expectation.
Introduction
Around 4.5 million new babies, a number equal to 85% population of Singapore's population, were born in Indonesia every year (The Jakarta Post, 2015) . Aside from that, there are also increasing numbers of middle-class parents in Indonesia. In 2017, the middle-up class occupied 66.31% of the total population in Indonesia, and the numbers are expected to grow even more in the future (Yasmin, 2017) . These middle-class parents want to give the best products to their children, and they are willing to spend more money to get better quality products (Setyanti, 2015) . As a result of this condition, baby and child-specific products are predicted to continue growing in the future. From 2010 to 2015, the sales of baby and child-specific products grew by 97.2%, from IDR 1,326.2 billion to IDR 2,615.3 billion. The sales are expected to grow even further and reach IDR 3,772.7 billion in 2020 (Euromonitor International, 2016) .
Within the category of baby and child-specific products, the sales of hair care products have always been lower than those of baby and child-specific products. From 2010 to 2015, the sales of hair care increased at a CAGR of 12.5% while the sales of baby and child products grew at a CAGR of 14.5%. Furthermore, hair care products are expected to grow even slower with a CAGR of 4% to 2020, while the baby and child products will grow at a CAGR of 7.6%. Not only that, hair care was the second slowest growing category in 2010-2015 and it is expected to continue becoming the second slowest until 2020 among other categories within the baby and childspecific products (Euromonitor International, 2016) .
Looking at this slower growth prospect, it is essential for the producers of baby and child hair care products to know the sales driver to make a better business decision. In 2015, the penetration of toddler and kids shampoo increased from 65.5% to 67.1%, while the penetration of baby shampoo decreased from 80.0% to 72.9% (Kantar Worldpanel, 2016) . This data shows that the driver of the growth in baby and child hair care industry comes from toddlers and kids shampoo.
Company A, a well-known multinational company, holds the most significant market share of baby care products in Southeast Asia (Thakral, 2017) . Unfortunately, it cannot dominate the market in Indonesia and can only occupy third place in baby and child-specific products. In 2015, Megasari Makmur PT was the market leader with 24% market share, followed by PZ Cussons Indonesia PT with 23% (Euromonitor International, 2016) .
Looking at the prospect of toddlers and kids shampoo as well as the competition in the market of baby care products in Indonesia, company A decided to launch Product X, a shampoo for daughters aged 3-7 years old, in 2016 (Company A, 2016) . Since Product X is new, it is crucial to know the behavior of the customers on this new product. According to Morwitz (2012) , purchase intention has been used by most studies to measure the demand for new products. The studies are used to know whether there are enough consumers who will buy the new product and if there are, how to fully utilize the elements of marketing mix to maximize sales. Realizing the importance of company A to have the right marketing strategy, by creating the right product, setting the right price, choosing the right distribution channels, and communicating the values through effective integrated marketing communications to influence the purchase intention, the researchers decide to analyze the impact of elements of marketing mix on purchase intention of Product X.
In 1964, McCarthy introduced the concept of marketing mix, which consisted of product, price, place, and promotion (4Ps). Marketing mix is a set of marketing tools that are used by companies to get the response that they want from the target market, including influencing the purchase intention of their target market (Kotler & Armstrong, 2014) . Although the concept was first introduced long time ago, recent journals and textbooks still use the concept of marketing mix to explain purchase intention (Santoso & Sungkari, 2013; Kotler & Armstrong, 2014; Kotler & Keller, 2016; Mahmoud, Ibrahim, Ali, & Bleady 2017) .
Two out of four variables in marketing mix can be broken down into smaller components. First is the product concept. Olson and Jacoby (1972) categorized product into intrinsic and extrinsic attributes. Intrinsic attributes are related to the physical composition of the product, e.g. fragrance, while extrinsic attribute involves non-physical product attributes, e.g. brand name, price, and packaging (Olson & Jacoby, 1972; Olson, 1972; Espejel, Fandos, & Flavian, 2007; Jimenez-Guerrero, Gazquez-Abad, Huertas-Garcia, & Mondejar-Jimenez, 2012) . In this research, price will not be covered under extrinsic product attributes since it has been covered under price variable.
The second variable is promotion. There are eight promotional tools, i.e., advertising, sales promotion, events and experiences, direct and database marketing, public relations and publicity, personal selling, online and social media marketing, and mobile marketing (Kotler and Keller, 2016) . However, company A only uses advertising and sales promotion nationwide to support Product X. The advertising media of Product X is television, YouTube, and Facebook and the sales promotion tools are price discount, digital photo contest, and point-of-purchase display (Company A, 2016) .
Up until now, previous research on marketing mix and purchase intention have generally been done on 4Ps level. Most research used product, price, place, and promotion as the independent variables to know the impact of those 4Ps on purchase intention (Santoso & Sungkari, 2013; Mahmoud, Ibrahim, Ali, & Bleady, 2017) . In this case, the researchers believe that using the 4Ps only as the independent variables will not give detailed information on which specific elements that influence purchase intention, especially when product and promotion have some components inside them. Thus, this research will integrate all possible detailed elements of marketing mix instead of the general 4Ps. This research will analyze the impact of intrinsic and extrinsic product attributes, place, price, advertising, and sales promotion on the purchase intention of Product X.
In addition to knowing the significant factors, a gap analysis is vital to be done. As far as the researchers' knowledge, there has been no research that does a gap analysis on this new product, while, according to Parasuraman, Zeithaml, and Berry (1985) , comparing the actual performance with the expected performance is very important in evaluating service quality. Thus, aside from knowing the significant factors, the researchers will conduct a gap analysis on the significant factors to compare the customers' perception of Product X's performance and their expectation on ideal kids shampoo. The gap analysis will show whether the performance of Product X has fulfilled the expectation of the customers on ideal kids shampoo or not. With gap analysis, Company A will be able to identify which aspects of marketing mix that need to be improved in order to become the ideal kids shampoo. When the product meets the expectation, it will be easier for Company A to become the market leader in Indonesia.
Literature Review

Purchase Intention
According to Schiffman and Kanuk (2004) , purchase intention is about consumers' interest in a particular product so that they are willing to look for information about that product. Furthermore, according to Warshaw and Davis (1985) , purchase intention is a plan to buy products in the future. It represents the desire of the consumers to buy products from a particular brand (Rana, S. M. S., Osman, A., Othman, Y. H., 2015) .
Ferdinand (2006) mentions that purchase intention can be identified through three things: transactional, preferential, and explorative intention. Transactional intention means that the customers have the intention to buy a particular product. Preferential intention means the tendency of customers to have first preference for a particular product. Last, explorative intention means the willingness of customers to find information about the product they are interested in. These three aspects will be used to measure purchase intention.
Marketing Mix
Marketing mix is "a set of marketing tools that work together to satisfy customer needs and build customer relationships" (Kotler and Armstrong 2014, p. 27) . Marketing mix consists of 4Ps: Product, Price, Place, and Promotion (McCarthy, 1964) . Corporations need marketing mix to build a relationship with customers and allocate resources wisely (Low & Tan, 1995; Coviello, Brodie, & Munro, 2000) .
Intrinsic Product Attributes
Intrinsic product attributes are attributes that are related to the physical composition of the product, such as the ingredients of the shampoo. Intrinsic product attributes are product-specific, disappear when they are consumed, and cannot be changed without changing the physical aspect of the product (Olson, 1972; Fandos & Flavian 2006; Espejel, Fandos & Flavian, 2007 ; Jimenez-Guerrero, Gazquez-Abad, Huertas-Garcia, & Mondejar-Jimenez, 2012). Intrinsic product attributes are the internal characteristics of the product, which gives benefits to the customers (Jimenez-Guerrero, Gazquez-Abad, Huertas-Garcia, & Mondejar-Jimenez, 2012; Kotler & Armstrong, 2014) .
Concerning Product X as a kids shampoo, intrinsic product attributes refer to the benefits given by the ingredients of the shampoo. Lonial and Zaim (2000) mention that there are twelve product attributes for a shampoo, but only four of them are relevant to Product X. Those four attributes are providing brightness, fragrance, and vitamins, as well as softening hair (Company A, 2016).
If the intrinsic product attributes are useful for consumers, they will be more eager to buy the product (Wang & Yu, 2016) . Previous research by Fandos and Flavian (2006) and Kolopita and Soegoto (2015) show that intrinsic product attributes affect customer purchase intention. Thus, the researcher proposed the following hypothesis: H1: Intrinsic product attributes have a significant impact on purchase intention.
Extrinsic Product Attributes
Extrinsic product attributes are product-related attributes which are not related to the physical aspect of the product, e.g., brand name, price, and packaging (Olson, 1972; Fandos & Flavian, 2006; Espejel, Fandos & Flavian, 2007 ; Jimenez-Guerrero, Gaz-quez-Abad, Huertas-Garcia, & Mondejar-Jimenez, 2012). As mentioned earlier, price will not be included under extrinsic product attribute since it has been measured independently under "Price" variable.
According to American Marketing Association, a brand is a "name, term, symbol, or design, or a combination of them, intended to identify goods or services of one seller or group of sellers and to differentiate them from those competitors." (Kotler & Keller, 2016, p. 322) . All baby and childcare products of Company A are named with the parent brand (Company A, 2015) . According to Aaker (1996) and Wang and Yu (2016) , if a company uses a familiar brand for its products, the brand name should be memorable, well-known, and have a positive brand image.
Packaging is the container or wrapper of a product whose primary function is holding and protecting the product. Packaging is the product's first encounter with the customers, and thus, aside from protecting the product, good packaging attracts attention and influences product choice (Kotler & Armstrong 2014; Kotler & Keller 2016) . There are six indicators to evaluate packaging, i.e. form, size, color, material, graphics, and flavor (Smith, 2006) . Since Product X is a shampoo product, flavor is not relevant, and thus, it will be excluded for the research.
According to Richardson et al. (1994) and Lee and Lou (1996) , consumers often use extrinsic product attributes in making a purchase decision. Since intrinsic product attributes are internal characteristics of the product and they can only be evaluated until the product is consumed or used, consumers tend to rely more on extrinsic product attributes on initial purchase situations (Idoko, Nkamnebe, Ireneus & Okoye, 2013 , Espejel, Carmina & Flavian, 2007 . Concerning the brand name, customers will choose a brand whose name they are aware of (Adamu & Bambale, 2016) . Not only that, customers will most likely choose a brand that is popular and has positive brand image, since they believe that a popular and positive brand image will have right quality product (Shrum, Lowrey, Luna, Lerman, & Liu, 2012; Kotler & Armstrong, 2014; Farooq, Habib, &Aslam, 2015) .
Moreover, packaging has a functional and visual purpose that attracts customers to the product (Farooq, Habib, & Aslam, 2015) . As packaging is the first thing that the customers see before buying a product, the purchase intention will be higher if the customers like the visual of the packaging (Deliya & Parmar, 2012) . Thus, the following hypothesis is formulated: H2: Extrinsic product attributes have a significant impact on purchase intention
Price
In the traditional marketing mix, price is one of the most investigated elements due to its role in generating revenue for the companies (Keller, 2003) . According to Kotler and Armstrong (2014) , price is the amount of money that the customers give up in exchange for the benefits of a product or service. In this case, having a competitive price is essential, since customers always evaluate the price of a product by comparing it with the price of other products (Bachriansyah, 2011; Wardani, 2015) . However, this does not necessarily mean that the product must be the cheapest in the market. The price still needs to match with the benefits given by the product so that the customers will think that the product offers better value for money (The Chartered Institute of Marketing, 2015) . Furthermore, price should be set right so that the target market will think that the price is affordable (Prabowo, 2016) .
Based on those authors, the researcher concludes that there are three ways to measure price. First, comparing the benefits with the price. Second, the affordability of the price. Third, the competitiveness of the price. These indicators are the same as in the research by Bachriansyah (2011) and Wardani (2015) .
When customers feel that the price of a product fits them, their purchase intention will increase (Kotler & Armstrong, 2008) . Previous research by Kolopita and Soegoto (2015) and Susanto, Natalia, and Siaputra (2016) show that when a customer feels that the price of a product is affordable and competitive as well as matches with the benefit of the product, the purchase intention will be higher. Accordingly, the researchers formulate the following hypothesis: H3: Price has a significant impact on purchase intention
Place/Distribution
Place or distribution channel is about how the company makes "a product or service available for use or consumption by the consumer" (Kotler & Armstrong, 2014, p. 363 ). The goal of the distribution channel is to attract customers with its easy-to-get image (Tjiptono & Chandra, 2005) . A company needs to ensure that the product is available at the right place, at the right time, and in the right quantity (The Chartered Institute of Marketing, 2015) . According to Fadhilah (2013) , there are three indicators to evaluate effective distribution channel, which are the number of stores, reachability of the stores, and stock level.
When the distribution channel is sufficient so that the customers can get the product quickly, the buying intention of customers will increase (Tjiptono & Chandra, 2005; Kawuriyan, 2009 ). Based on this, the following hypothesis is proposed: H4: Place has a significant impact on purchase intention
Advertising
Advertising is any paid form of mass promotion to inform the customers about the functional and emotional values of a product (de Chernatony, 2010; Kotler & Keller, 2016) . Advertising is a tool in reaching potential customers, creating product awareness, and influencing customers' attitude and buying behavior (Kumar & Raju, 2013) . In the case of Product X, the advertisement is in the form of a commercial video on TV, Facebook, and Youtube (Company A, 2016).
To evaluate advertising in the form of a commercial video, Siddiqui (2014) suggests six indicators. Those indicators are product quality, product availability information, content credibility, advertising repetition, advertising appeals, and endorser. Product X does not use any endorser, and thus, endorser will be excluded in this research (Company A, 2016) .
When an advertisement can show that a product is valuable, the purchase intention on that product will increase. Previous researches by Siddiqui (2014) and Veronika (2016) have also proved that effective and attractive advertising can affect purchase intention. Following that, the following hypothesis is formulated: H5: Advertising has a significant impact on purchase intention
Sales Promotion
Sales promotion is a short-term incentive tool to encourage the purchase of a product (Kotler & Keller, 2016) . Different from advertising that provides a reason to buy, sales promotion provides an incentive to buy. According to Alvarez and Casielles (2005) , sales promotion can increase sales significantly in a short period since it is intended to have a direct impact on buying behavior.
There are thirteen consumer promotion tools, namely samples, coupons, rebates, price packs, premiums (gifts), frequency programs, contests/sweepstakes/games, patronage awards, free trials, product warranties, tie-in promotions, cross-promotions, and point-of-purchase display (Kotler & Keller, 2016) . Furthermore, a temporary price discount can also be considered as a sales promotion tool, as it is also an incentive tool to attract purchases (Darke & Chung, 2005) . In this case, the sales promotion of Product X consists of price discount, contest, and point-of-purchase display (Company A, 2016) .
Based on the definition itself, it is evident that sales promotion is created to encourage purchase. Research by Rizwan, Irshad, Ali, Nadir, and Ejaz in 2013 shows that sales promotion causes customers to purchase goods that they are not intended to buy before. That is why the following hypothesis is proposed: H6: Sales promotion has a significant impact on purchase intention
Gap Analysis
To improve the performance of Product X, doing a gap analysis on significant elements of marketing mix is essential to be done. For this analysis, the following hypothesis is developed: H7: There is a significant difference between customers' expectation on ideal kids shampoo and perceived performance of Product X. 
Methods
Data Collection Methods and Process
The data collection method was a survey method using online questionnaires. In this case, Company A divided the distribution of Product X into five main areas: (1) Sumatera, (2) Greater Jakarta Area, (3) West Kalimantan, East Kalimantan, South Kalimantan, West Java, (4) North Sulawesi, Central Sulawesi, South Sulawesi, Papua, Central Java, Bali, Nusa Tenggara, East Java. Following this division, the questionnaires were distributed randomly to customers of Product X in those five areas.
Sampling
Online questionnaires were distributed to respondents who had ever bought Product X, had ever used Product X for her daughter, had ever watched Product X's advertisement, and had known Product X's sales promotion tools (discount, contest, and instore display). One hundred nine data were gathered and analyzed for this research. Profile of respondents could be seen in Figure 2 and 3. 
Measures
A five-point Likert scale was used to measure customers' expectations on ideal kids shampoo and customers' perceptions of Product X. The operationalization of each variable was listed in Table 1 .
The data would be processed statistically using validity and reliability test, BLUE standard assumption tests, multiple linear regression analysis, and gap analysis using paired sample t-test. Multiple linear regression analysis was used to know the impact of marketing mix elements on purchase intention, while gap analysis using paired sample t-test was used to check the significant difference between customers' expectation and perceived performance. The significance level used was 5% (Bryman, 2012 
Results
Multiple Regression Analysis
Validity and reliability test showed that all items in the questionnaire were valid and reliable. The values of corrected item-total correlation were above the benchmark r-value of 0.1882, and all values of Cronbach's Alpha were above 0.7. Furthermore, the data also passed normality, multicollinearity, and heteroscedasticity test. The value of Z-kurtosis and Zskewness was -0.4859 and -0.5498. Both values were within the range of -1.96 and 1.96, which meant that the residuals were normally distributed. For multicollinearity, all VIF values were below ten and the Tolerance values were above 0.1, and thus, there was no multicollinearity. Using Glejser test for heteroscedasticity test, it was found that the significance values of all independent variables were above 0.5, meaning the residuals in the model were free from heteroscedasticity.
Based on the result of multiple linear regression analysis in Table 2 , 67.9% of the variation in purchase intention can be explained by intrinsic and extrinsic product attributes, price, place, advertising, and sales promotion. Based on the result of t-test in Table 3 , intrinsic and extrinsic product attributes, place, and sales promotion influence purchase intention significantly. On the other hand, price and advertising do not influence purchase intention significantly.
Gap Analysis
Based on the result of multiple regression analysis, only four elements of marketing mix were significant in influencing purchase intention: intrinsic product attributes, sales promotion, extrinsic product attributes, and place. The gap analysis using paired sample t-test would be done on these four elements to check whether there was a significant difference between the expectation and the perceived performance. The following hypotheses were formulated concerning the gap analysis: H7a: There is a significant difference between customers' expectation on ideal kids shampoo and perceived performance of intrinsic product attributes. H7b: There is a significant difference between customers' expectation on ideal kids shampoo and perceived performance of sales promotion. H7c: There is a significant difference between customers' expectation on ideal kids shampoo and perceived performance of extrinsic product attributes. H7d: There is a significant difference between customers' expectation on ideal kids shampoo and perceived performance of place. Table 4 shows that for all four factors, there is a significant difference between the consumers' expectation on ideal kids shampoo with the perceived performance of Product X.
Discussion
The highest impact on purchase intention came from intrinsic product attribute with the coefficient of 0.385. Internal research by the company showed that Indonesian mothers concerned about the cosmetic function of kids' care products, e.g. the ability of the products to make their children look better (Company A, 2016). As a result, the ability of Product X in giving that cosmetic function is essential to influence the intention to buy Product X.
Sales promotion had the second-highest impact on purchase intention with a coefficient of 0.316. This is aligned with the internal research done by the company, which showed that the performance of baby and kids care category was mostly driven by sales promotion (Company A, 2014) . When the sales promotion is attractive, the purchase intention will be higher.
Extrinsic product attribute influenced the purchase intention with a coefficient of 0.217. Parents always want the best for their children and popular and positive brand name ensure excellent product quality. As a result, the brand name holds a vital influence on purchase intention of baby and kids products.
Last but not least, place influenced purchase intention by 0.122. The result is aligned with internal research by company A in 2014. The research showed that the availability of the products held an essential role in baby and kids care industry. Indonesian mothers do not mind to switch to other brands if the preferred brand is not available in the shop. As a result, distribution channels have a significant impact on purchase intention in baby and kids care products.
The significance value of price was above 0.05, and thus, price did not have a significant impact on purchase intention. According to Euromonitor International (2016) , parents are willing to spend extra money to get the best products for their children. As a result, price is not significant in influencing the purchase intention of Product X.
Besides price, advertising also did not have a significant impact on purchase intention. Based on the internal research conducted by company A, advertising is only useful to create brand awareness through its extensive coverage and it is not effective in stimulating the purchase intention of Product X. Furthermore, Indonesian mothers are not engaged in advertising.
Based on the paired sample t-test, there was a significant difference between the expectation on ideal kids shampoo with customers' perception of Product X. First, there was a significant difference between expectation and perceived performance for intrinsic product attributes. Judging from the mean, the expectation of intrinsic product attributes (4.5986) was higher than the perceived performance (4.2500). Looking more deeply on each indicator (Figure 4) , Product X had performed quite well. The most important factor for intrinsic product attributes was providing fragrance, and Product X scored the highest on that aspect. However, the performance on intrinsic product attributes still needs to be improved so that it can fulfill the expectation. Second, the paired sample t-test on sales promotion also showed that there was a significant difference between expectation and perceived performance. The expectation mean was 4.3517, while the mean of perceived performance was 4.0367. Looking at each indicator ( Figure 5 ), customers think that attractive discount was the most important sales promotion tool. Unfortunately, Product X had the lowest score on this tool, among other sales promotion tools. Product X had the best performance on the contest, while it was the second most important tool for the customers. Looking at this, Company A needs to work more effectively in utilizing the sales promotion tools, by giving more price discount, since it is the most essential tool for customers. For extrinsic product attributes, there was a significant difference between the expectation and the perceived performance. For brand name, Product X's brand has exceeded the expectation of being wellknown and memorable brand. However, Product X's positive brand image was still below expectation while in fact, having positive brand image was the most essential aspect for the customers. This might be because a recent health issue on another product under the same brand so that it influences the overall brand image. For packaging, Product X needs to improve a lot on the graphics, size, and form. Those three aspects are the most important things for customers. However, the perceived performance of Product X on those three aspects was still far below the expectation. Last but not least, there was also a significant difference between expectation and perceived performance on place aspect. Similar to intrinsic product attributes, Product X had the highest score on number of stores and that aspect was indeed the most critical aspect for place. However, the performance was still far below the expectation (4.50 vs. 3.97). The same thing applies to the second indicator of place. The gap between the expectation and the perceived performance was huge (4.31 vs 3.80). This result might be because Product X is still not widely available in convenience stores, e.g. Alfamart (Company A, n.d.) .
Considering that the coverage of Alfamart is very wide up until residential areas, the unavailability of Product X in those stores will affect the customers' perception of the number of stores and reachability of Product X. 
Conclusions
The potential in toddlers and kids shampoo industry has led Company A to launch Product X in 2016. Considering that Product X is a new product in a new category, the research aims to know what factors influence the purchase intention of this new product. Not only that, the research also wants to know whether the perceived performance of Product X has fulfilled the expectation of the customers on ideal kids shampoo.
The result of the research showed that only four elements of marketing mix influenced purchase intention significantly. The highest impact was from intrinsic product attributes, followed by sales promotion, extrinsic product attributes, and place. Price and advertising were proven not to give any significant influence on purchase intention.
From the gap analysis of the four significant elements, there was a significant difference between the expectation and the perceived performance. In most cases, the perceived performance of Product X was lower than the expectation. Based on the result of the multiple regression and the gap analysis, there are several recommendations for Company A as the producer of Product X. For intrinsic product attributes, Company A should focus on improving all attributes, starting from fragrance, followed by vitamins, hair softener, and brightness. Company A can adjust the composition of the ingredients to find the right proposition.
For sales promotion, Company A should consider giving price discount more often, since it is the most essential tool for the customers. The big gap between the expectation and the perceived performance shows that the customers think that the price discount of Product X is not attractive at all.
For extrinsic product attributes, Company A has done pretty well on the aspect of a brand name. However, it still needs to increase its positive image, since positive brand image is crucial for the customers. For the packaging, Company A should focus on the graphics, size, and form of Product X.
Lastly, Company A should also distribute Product X to more channels so that the customers can find the products easily in various stores. The company might want to distribute the products to convenience stores, such as Alfamart and Indomaret, considering their comprehensive coverage in Indonesia. Furthermore, Company A should improve its supply chain management so that the stocks of Product X will always be available in stores.
Despite the insightful findings, this research also has some limitations that can be improved by further research. In this research, only nationwide promotional tools were used since the researcher wanted to cover respondents all over Indonesia. However, there are two more promotional tools used for Product X, i.e. events and experiences (princess hairdo) and personal selling (Company A, 2016). Previous research by Astuti (2013) and Villamor and Arguelles (2014) found that these two tools had a significant impact on purchase intention. Thus, future research might want to add those two tools and check whether they affect purchase intention of Product X or not. Furthermore, brand trust was also proven to have a significant impact on purchase intention of baby care products (Aydin, AR & Taskin, 2014) . Thus, further research may want to add brand trust as additional factor that might influence purchase intention of Product X.
